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Abstract 
This paper aims to discuss halal certification for locally-made food products based on a case study carried out on a
local small enterprise producing healthy chocolate products. Findings of the study revealed that even though the 
earlier healthy chocolate products are certified by the respective state government religious authorities and the raw 
materials used in the products had halal certification from the originating country, they do not suffice for halal
certification when products are sold in other states within Malaysia. Additionally, with the introduction of marine-
collagen and mirifica into the newly formulated choco-health products, halal certification is needed. Without the 
presence of JAKIM halal logo on the product packaging, the customers still have doubts on the safety, hygiene and 
halalness of the choco-health products. Implications of the study suggested for simplification of halal certification 
procedures and support services for small enterprise so as to assist small bumiputra entrepreneurs to market their 
local-made choco-health products; and to ease market penetration and strategies to gain consumers’ trust in Malaysia.  
© 2011 Published by Elsevier Ltd. Selection and peer-review under responsibility of Center for Islamic 
Thought and Understanding (CITU), Universiti Teknologi MARA, Malaysia 
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1. Introduction 
Halal is a buzz word in business nowadays. Its early inception in Malaysia was triggered by the 
Research Center of the Islamic Affairs Division of the Prime Minister’s Office and the Religious 
Department of Islamic Development Malaysia when they pioneered the issuance of halal food 
certification in 1974. At that time period, there was a real need to assure food products sold in Malaysia 
complied with the Islamic laws (www.halal.gov.my; 2011). This is the Official Portal for the Malaysian 
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Halal Hub. Halal is now a standing order and not only gaining serious attention in the local, global and 
the international business market; but also as emerging frontiers in products innovations, manufacturing, 
supply chain management and logistics on halal; as well as new areas for research and publications. The 
halal principles are not only being perceived as religious ritual, but now it has created a new paradigm 
concerning with global issues such as sustainability, environmental awareness, food safety and animal 
welfare encompassing food processing, transportation and distribution too (Baizuri Badruldin et al,  
2012). 
Golnaz Rezai et al, (2012) dictated that halal is sanctioned by Islamic law; hence halal products must 
be handled with a high level of hygiene, as well as meeting a certain standard of cleanliness, safety and 
nutrition. Henceforth, halal is now closely-associated with manufacturing clean, safe and hygienic 
consumer products and services; coupled with innovations towards green manufacturing and technology; 
and compliances as well as upholding strong ethical and religious values as the bases for the new business 
operations (Baizuri Badruldin et al,  2012; Golnaz Rezai et al, 2012).  Norhayati Zakaria & Asmat Nizam 
Abdul Talib (2010) and Talib and Ali (2009) mentioned the implementation of halal requirements 
produces better quality products as the halal requirements are in tangent with the international quality 
standards such as the ISO9001, Codes Alimentarius, Hazard Analysis and Critical Control Points 
(HACCP) and Good Hygienic Practices. In order to export halal products internationally, firms need to 
employ effective and efficient market strategies based on the customers, competitors and the 
environment. The marketing strategies must be aligned with Islamic values, standards and guidelines 
mentioned by these two authors. Based on these highlights, halal is now becoming one of the business’ 
core priorities and new business strategies apart from the norm high quality, cheapest cost, on time 
delivery, flexibility and technology. Halal now poses as one form of product differentiation strategy that 
is significantly different from other competitors and competing products; and may become a future trend 
in global international business. Hanzaee and Ramezani (2011) postulated that halal is becoming a global 
symbol for quality assurance and lifestyle choice in the near future. With Muslims making up one quarter 
of the world’s population, the market opportunities are outstanding and the global halal market is very 
lucrative (Syed Shah Alam &Nazura Mohamed Sayuti, 2011). 
1.1. Religious Department of Islamic Development Malaysia (JAKIM) 
According to the Religious Department of Islamic Development Malaysia (Jabatan Kemajuan Islam 
Malaysia, hereafter termed as JAKIM) and Halal Malaysia (the official portal of Malaysian Halal Hub, 
2011), the word halal originates from the Arabic word meaning “lawful”. It refers to things or actions 
permitted under the shariah (Islamic) laws. Halal, generically relates to what a Muslim is permitted to 
engage (acts, deeds, things and also products that are edible, drinkable or usable) by Muslims. This has 
been discussed and defined pronouncedly by many pioneers, ulamas, authors and researchers in the field 
of halal.  
JAKIM is the main regulatory body that governs Malaysian halal certification for halal products that 
encompass assessment, issuance and control of halal certificates. This government agency is the authority 
that issues the halal certification logo for approved products meeting the syariah laws coupled with its 
strict halal requirements. Apart from JAKIM, the State Islamic Religious Deparments (Jabatan Agama 
Islam Negeri, hereafter termed as JAIN) or State Islamic Religious Councils (Majlis Agama Islam Negeri, 
hereafter termed as MAIN) are also recognized bodies for halal certification at the respective States in 
Malaysia. Additionally, there are 72 foreign halal certification bodies that have been recognized by 
JAKIM as on June 2012. The logos and the halal certification bodies are traceable at their portal. 
However, JAKIM does not recognize halal certification from any private bodies at this point of time. 
JAKIM is also the enforcement body that imposes legal requirements, operating standards and guidelines 
to ensure businesses’ adherence to the halal regulations. This body shall determine “halalness” should 
there be reported doubtful cases, wrongful claims of halal or non-halal status of products. Their 
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additional roles are to provide support services for the public on halal aspects, Islamic principles, and 
awareness on government circulars, standards and guidelines on the preparation, processing, storage, 
packaging, handling and transportation of food and consumer goods applicable for halal certifications. 
Presently, the scope for halal certification encompasses seven areas: food products, consumer goods, food 
premises, cosmetics and personal care, pharmaceutical, logistics and slaughter houses as quoted in 
JAKIM curricular, Revision 2 (2012) and also in www.halal.gov (2011). 
1.2. HALAL Standards and Other Regulations 
Halal is sanctioned by the Islamic (Shariah) laws, the holy Quran, Hadith and the Sunnah (Rezal et al, 
2012). Additionally, fatwa rulings can also permit or prohibit certain Muslim consumers’ purchasing, 
consuming or supporting products cited in Muhamad (2008) by Hanzaee and Ramezani (2011). By man-
made laws, halal refers to permissible food in any form (inclusive of its process, trade or commerce) that 
are allowed in religion to be consumed by Muslims (Trade Description Order -term “Halal”) 1975 under 
the Malaysian Trade Description Act 1972), amended on 1 Jan 2006. Based on extensive search, there 
exist multiple related laws and standards governing halal as shown in Table 1 below: 
 
Table 1: Related Laws and Standards Governing Halal 
 
Trade Description Order (Use of Expression ‘Halal’ 1975) stated in Trade Description Act 1972 
Manual of Malaysian Halal Certification  
Procedur Pekeliling Pensijilan Halal Malaysia Bilangan 2; 3 Tahun 2012 
Handbook of Halal Food Additives  
Religious Edicts on Halal matters: www.e-fatwa.gov.my 
e-Halal System Applicants Manual 
Majlis Agama Islam Negeri Sabah Enactment 2004 
Shariah Criminal Offences Ordinance (Sarawak) 2001) 
State Shariah Criminal Offences Enactment 
Shariah Criminal Offences (Federal Territories) Act 1997 
National Fatwa Council (Federal and States) 
Food Act, 1983;  Food Regulations 1985 
Control of Drugs and Cosmetics Regulations 1984 (amended 2010) 
Veterinary Public Health Ordinance 1999; [Animals Act 1953(revised 2006)] 
Animals Rules 1962;  Animals Importation Order 1962 
Abattoirs (Privatisation) Act 1993 
Sabah Slaughter House Rules 2003 
Local Authority By-laws; Local Government Acts 1976 
Materials Safety Data (Specification) Sheet;  Certificate of Analysis 
Customs Act 1967;  Customs (Prohibition of Import) Order 1998 
MS 1500:2009  Halal Food - Production, Preparation, Handling And Storage - General guidelines 
MS 2400:2010  Halal Logistics Standards 
MS 2200:2008  Halal Cosmetic & Personal. Care.  
MS 2424:2011  Halal Pharmaceutical –General Guidelines;  Pharmaceutical Inspection Cooperation Scheme) 
MS 1480:2007  Food Safety According To HACCP System;  Good Hygienic Practices 
MS 1900:2005  Quality Management System Requirements From Islamic Perspective 
 
1.3  Halal Certification Procedure and Malaysian Halal Logo 
 
The main aim for halal certification by an approved certification body is to determine whether a 
product is halal or not to be consumed by muslims. Baizuri Badruldin et al (2012) described halal 
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certification refers to the examination of food processes (from preparation, slaughtering, ingredients used, 
cleaning, handling, processing and storage, transportation and distribution). Malaysia’s halal certification 
issued by JAKIM is recognised globally across many countries as it is one of the pioneering countries 
initiating and leading on halal products. Musalmah (2005) quoted in Baizuri Badruldin et al (2012) 
revealed that the Malaysian halal model is recognised globally as the role model for the halal food 
industries as reported in  Codex Alimentarius Commission under the United Nations.  
The scope of JAKIM halal certification caters for the federal (at national) level and products for 
export; while its counterparts from the State Religious Departments/Councils (JAIN/MAIN) cover mainly 
for the local market in Malaysia. With the halal control and movement, the Malaysia government has 
managed to create an opportunity for healthy competition between producers and manufacturers to assure 
quality, hygienic, safe products and social obligations to mainly the muslim consumers. This healthy 
commercial climate has now being actively expanding into the global arena (Lokman Ab Rahman, 
JAKIM, 2011). 
In order to attain halal certification and the halal logo, a producer, manufacturer, seller, importer, 
exporter, an entrepreneur, business man or its callings needs to submit application on-line to JAKIM or 
any JAIN/MAIN. Subsequently it is the onus of this party to provide documented evidences on halal 
confirmation certificates for source(s) of ingredients, raw materials, suppliers, distributors are being 
adhered with for the preparation, handling, processing, packaging, transfer and transportation processes. 
Additionally, the organization is required to employ two permanent Muslim workers of Malaysian 
nationality in the kitchen/handling/food processing section. Rigour inspection processes and audits follow 
suit to ensure due compliance and that duty of care has been carried out by the applicant. 
Presently, the Halal Industry Development Corporation (HDC Global) is the government-link 
corporation (GLC) whose vision is to make Malaysia as the Global Halal Hub at global level;  its 
missions are to create value for businesses participating in the Global Halal Industry and to benefit 
Malaysia's economy  (www.hdc.gov.my, 2011). Halal certification provides assurance to all Muslim 
consumers in compliance with the Syariah laws; as for the non-Muslims; halal products are quality 
products based on halalan thoyyiban (halal and wholesome) concepts as it integrates the Good 
Manufacturing Practices (GMP) and HACCP. With this background on halal movements, it has triggered 
the researchers to explore halal certification implications on small enterprises, particularly the chocolate-
health products in Malaysia.  
 
2. Methodology 
A qualitative design was suitable for this study as this topic needed to present a detailed view in its 
natural settings (Creswell, 2008). The researcher was the instrument of data collection gathering words, 
analyzing data inductively, focusing on meanings and describing the process expressively. The context of 
the study was seeking in depth understanding on halal certification on food products. The nature of the 
interview questions was predominantly probing with what and how (Creswell, 2008).  
A study was carried out on a local small enterprise that manufactures locally-made chocolate products 
in March 2011– May 2012.This company which is wholly-owned by a local bumiputra is located in one 
of the states in Malaysia. The objective of this case study was to gain an in-depth insight on the problems 
faced by local chocolate producers in marketing its products and acquiring halal product certification 
from JAKIM. In-depth interviews were carried out with purposively–selected informants: mainly the 
owner of the business, and three selected stockists that were entrusted in marketing the products.  
108   Sariwati Mohd Shariff and Nurul Akma Abd Lah /  Procedia - Social and Behavioral Sciences  121 ( 2014 )  104 – 112 
3. Case Study on Chocolate Health Products  
Chocolate is a popular snack and drink among food and beverage consumers (Che Man et al, 2004). 
Chocolate is a generic name used by consumers; it is a homogenous product produced from a mixture of 
cocoa nib, cocoa mass, cocoa press cake, cocoa powder, with/without addition of cocoa butter and 
permitted optional ingredients and/or flavouring agents quoted by Che Man et al (2004) and Codex 
Alimentarius (1981). Codex is a world standard for chocolate and chocolate products. Chocolate products 
are made from the combination of the above ingredients with milk products, sugars, sweeteners, and other 
permissble additives listed in this standard; with addition of animal fats other than milk fat. However 
these combined additions shall be limited to 40 % of the total weight of the finished chocolate product. 
The addition of vegetable fats other than cocoa butter shall not exceed 5% of the finished product, after 
deduction of the total weight of any other added edible foodstuffs (examples: raisin, nuts, dates) without 
reducing the minimum contents of cocoa materials (Codex Stan 87-1981, Rev.1, 2003). The nature of the 
vegetable fats permitted must prescribed with applicable legislations. Hence, the concern in the making of 
chocolate products is the mixture of cocoa butter and vegetable oils. Che Man et al (2004) emphasized 
that food manufacturers choose to mix vegetable oils with lard so as to minize production costs because 
lard is the cheapest fat and commonly avaiblable for the food industries.  
For the past few years since 2010, Malaysian entrepreneurs had introduced new chocolate products 
that are mixed with health ingredients or formulae to become functional chocolate-health products beside 
the conventional chocolate confectionary products. These chocohealth products are mixed with collagen 
and also mirifca that are targetted for men and women who are health-conscious such as preventing aging 
and wrinkles. According to marinecollagen.com (as on Jun 2012) collagen is fibrous polymer protein 
(triple helix fibers) which is present in a human body that is necessary for the creation of skin, muscle, 
bone and cartilage and other connective tissues. More than a third of the body's protein is collagen; it 
constitutes 75% of the human skin. Collagen controls cell shapes and differentiation, acting as scaffolding 
for the human bodies. As one’s age increases, the collagen in the skin hardens and elastic tissues 
diminished; this causes the skin epidermis to become thin, fragile and wrinkles start to form. Thus, this 
causes the aging look around the eyes, face, neck and hands. Therefore by supplementing collagen in 
vitro (into the body) is a way to stop the skin from aging and to improve facial outlook. Based on this 
scientific innovation, the ideas of chocolate health products came into existence. There are several 
business entrepreneurs were involved in the making of these choco-health products in Malaysia. Choco-
health products are chocolate that are mixed with marine collagen or fish collagen which is imported from 
Europe. According to marinecollagen.com, marine or fish collagen has been extensively used in Europe 
in food products such as dairy, yogurt, ice cream, coffee creamers and bread as well as cosmetic products 
as it is ideal bioactive natural ingredient from fish skins. Fish (marine) collagen is said to provide health 
benefits such as: moisture-retaining, anti-wrinkle, skin rejuvenation, healthy hair and nails, weight 
management and firm skeleton. These choco-health products are commonly marketed through on-line 
marketing channels and multilevel marketing.  
Likewise, an innovation on the use of mirifica is similar to that of collagen; except its origin is from a 
tuber plant or simply termed as white tapioca which are abundantly planted in Thailand. Sigmapharma.net 
(as on June 2012) reported the historical research and extensive laboratory tests and the widely used of 
pueraria mirifca in Thailand and benefits in their home-grown cosmetics and food products over the last 
50 years. Pueraria mirifica had been used extensively by many cosmetics and pharmaceutical products as 
natural alternatives for women’s hormone replacement after menopause, reducing premenstrual or 
menstrual pains and breast care by optimizing and balancing the oestrogen levels in the human body.  
This small company was set up in 2010 to produce locally-made choco-health products as there is a 
demand for cheap chocolates as confectionary products together with health ingredients or supplements; 
and to exploit this new business and market opportunities as there are very few local-made halal 
chocolates besides the international brand names such as HERSHEYS, CADBURY, NESTLE (KitKat) as 
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confectionary chocolates. Currently, the small factory is operating with 20 employees in one of the states, 
and 5 staff working in the Headquarters-Marketing Office in Selangor. It produces four types of choco-
healthy products. Their products are unique and differ from the ordinary chocolate products commonly 
available in the market. Their products are health functional food product as it offers potential health 
benefits for a healthful diet as defined by Siti Hasnah Hassan (2011). The choco-health products produced 
contain marine collagen and mirifica ingredients that are able to stimulate the brains, growth and 
regeneration of new cells, and also supplement the human body collagen needs. The target markets are 
mainly for the young working adults, both male and female so as to remain young, energetic with 
youthful looks. This company has attained the JAIN halal certification from the State Religious 
department upon registration of its first two chocolate products when it had successfully complied with 
the related halal and health regulations imposed by the authorities. In 2011, it added two new products 
where they introduced the two new ingredients: marinecollagen and mirifica. One of the major problems 
faced by this company for the last one year in 2011 was high customers’ returns and customers’ 
complaints on their choco-health products that were without the JAKIM halal logo on these two products 
and its outer packaging. Interview carried out with one of the company’s stockists, Ms Mariam said:  
“I returned the products; it has no halal logo symbol on the box; I need to change with other 
products as my customers kept asking me for the logo”. 
Another stockist Ms Sharipah quoted: 
 “I need to return these batches of chocolate products; the earlier two products had halal logos 
on it; but I just wonder why this one has no halal display; so I returned back before my customers 
made a complaint”.  
However, another stockist Mdm Zara faced no problems on customer returns. She mentioned that she 
was well aware of the absence of halal logo on the products and the boxes. She revealed that her 
customers did not mind as two of the chocolate products were readily accepted by her customers. These 
chocolate products had been established on the basis it is a malay (bumiputra) company. Nevertheless, 
she indicated positive hopes that the new chocolate product needs to have imprinted halal logos for the 
market. 
As on 2011, the awareness on halal product certification and halal logo mark on all food products has 
increased among the public and consumers. This is supported by Syed Shah Alam (2011) emphasizing 
that social pressures had influenced consumers’ decisions to purchase only halal foods. Muslim 
customers have high priorities, preferences and needs for halal products and services; this is because 
Islam provides specific guidelines and principles for the consumption of goods and services ((Norhayati 
Zakaria and Abdul-Taib; 2010). In depth interview with the owner revealed there was a good demand for 
local healthy chocolate products with competitive pricing as compared to the branded chocolate 
confectionary products. Two of his pioneer products which had halal certification from the State (JAIN) 
in 2010 received favourable response and demand as these products were also sold through on-line 
business besides the regular marketing distribution through stockists. However, as demand increases 
across the country, the company expanded and established the headquarters in Selangor together with the 
packaging and marketing operations for market proximity. Quoted by the entrepreneur: 
“Business is doing well; so we expanded our business in Selangor so that we are nearer to our 
stockists; furthermore the market here is bigger. So, we have now 4 products; but of late we started to 
have product returns. Some customers queried us where is the halal logo... So, even though we had the 
halal logo from JAIN, but because the packaging (premise) is done here; we have to apply for JAKIM...”  
Since the products are marketed in the Klang Valley, the company had to seek for JAKIM halal 
certification based the market and customers’ request even though it has attained the JAIN (state) halal 
certification. Customers are always right as the idiom says; this is substantiated Karijim et al, (2007) 
mentioned by Syed Shah Alam (2011) that attitude, social norm and perceived control had significance on 
the intention to purchase/consume halal food; meaning that the intention of halal food purchasing is 
evident in consumers before the actual purchase. Study done by Norhayati Zakaria and Abdul-Taib 
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(2010) concurred that the halal logo or label cannot be taken lightly; and JAKIM has the power to 
endorse food and services through its standard logo. 
 
4.0 Discussion and Results 
The requirements for halal certification for food products encompass explicitly: materials and 
ingredients, its origin of sources, halal certification from the original producer and origin country, 
products specifications, the processes and operations must be declared including the premises. All halal 
products must comply with the listed food and hygiene regulations, food safety acts and all Islamic and 
shariah principles as gazette by the government with demonstrated hygienic manufacturing practices. For 
halal certification, these nine mandatory requirements on processes, product, factory, sanitation system, 
record, facility, training, supervision and monitoring, and worship tools need to inspected and 
demonstrated satisfactorily together with the objective evidences of relevant supporting documents and 
certifications of materials used in food products.  
This company had introduced new choco-healthy products using the two new ingredients, namely: 
marinecollagen and mirifica tuber. Even though halal certification had been attained from JAIN on their 
two initial chocolate products, it was found that it was a requirement to attain halal certification for 
additional or new products and in the event of change or additional premise or factory. The initial halal 
certification was based on the location address of the company in the state; however since this company 
had expanded to Selangor coupled with the introduction of new ingredients, it has to comply with the 
newly-introduced guidelines imposed by JAKIM in middle of 2012.   The halal logo issued by JAKIM 
contains the word, Halal Malaysia, whereby it serves as an indicator the product can be used, in 
compliance with Islamic law, safe and quality assured. The halal logo is an authoritative, independent and 
reliable testimony to support halal food claims quoted by Hanzaee and Ramezani (2011). For food halal 
certification to be approved, it is the onus of the entrepreneur to provide evidences and supporting 
documents such as halal certificates of its raw materials and ingredients used in the products. Table 2 
states the requirements for halal certification by JAKIM (as on 2012). 
Table2:  Requirements for Halal Certification  
No Requirement Application Product  Factory 
New Renew Add/new Add/Change 
1 Copy of company registration certificate. /   / 
2 Copy of operating license from the local authority. /   / 
3 Financial Statements of the company. / /  / 
4 Copy of identification card and letter of appointment of 2 
Malaysian Muslim workers in production division. 
/ /  / 
5 Copies of valid halal ingredients certification (Halal 
Certificate Malaysia or foreign certification bodies that is 
recognized); product specifications details. 
/ / * 
 
/ / 
6 Copy of the import permit from the Veterinary Services 
Department) for meat-based materials. 
/ / / / 
7 Product and process flow charts. / / / / 
8 Location map of the factory. /  / / / 
9 Label packaging and graphic artwork for the product to be 
certified Halal. 
/ / / / 
*For additional or new materials/information 
Source:  JAKIM Circular, Rev.2 (2012) 
However, most raw materials are generally procured from wholesalers and importers; and getting the 
necessary certificates from the importers take up time. Additionally, small enterprises are required to do 
laboratory tests on the ingredient samples and its products; and these tests are costly for them. 
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Furthermore, their target market is local market as compared to the huge multinational companies with 
national and global market. Based on the entrepreneur’s revelation, the authority such as JAKIM has to 
assist in the provision of testing and laboratory services for local food products produced by small scale 
entrepreneurs at reasonable costs. This in turn will help to alleviate increasing operational costs and 
facilitate access to local market and gaining customers’ trust on the locally-made chocolate products.  
Next, the authenticity of the halal certificates on the raw materials need to be verified upfront by the 
importers instead of the purchaser (in this case the entrepreneurs). Importers are dealing with huge trading 
businesses; this is the justification whereby the importers should be accountable and to seek for JAKIM 
halal certification where the costs are borne by them. The amount of chemical agents such as collagen 
and mirifica used in the choco-health products need to be verified in terms of allowable permissible level 
as excessive amount may cause potentially unsuspected or undesired side health effects to consumers.   
  
5.0 Implications and Conclusion 
 
In managing modern businesses or entrepreneurship, particularly when introducing new food-cum 
health products through the on-line e-commerce or e-marketing webs, and through multilevel marketing 
strategies, it is the responsibility of the entrepreneurs to ensure their products are certified halal by the 
authorities; and the products information must be revealed evidently together with the halal certification 
logos on the products. Otherwise, products returns are anticipated as the awareness on halal among 
consumers is now on the rise with wide information technology and communication (ICT) access and 
advancement. Entrepreneurs have the duty of care to comply with all relevant halal and hygienic laws and 
standards; that means they need to equip themselves with new knowledge and upscale their competencies 
in managing their operations and practices.  
The use of new materials, health supplements and innovations in food products is becoming a fad now 
with the increasing demand trends from consumers who are now more health conscious and those seeking 
for youthful look, prolong life and age. Precautions need to be exercised by the relevant health authorities 
to authenticate the health “genuineness” and health side effects on the use of collagens and mirifica in 
food even though advanced countries have being using extensively in their products and imported into the 
country. Importers and agents who introduce new ingredients should be more accountable in seeking 
halal and hygiene certifications not only from the halal authorities but also from the health authorities. 
Based on this case study, the implication is that halal certification does not only affect the global 
players; it also affect the SMEs (small medium enterprises) locally and the local consumers and market.  
With the market orientation is now focusing on Islamic values and halal, the food industry have to 
improve its market sensing; and to adopt a comprehensive system approach to successfully implement 
procedures, principles, Islamic practices and values together with the employees to adopt, understand and 
comply with these new requirements in order to produce halal-certified products (Norhayati Zakaria and 
Abdul-Taib; 2010). In this case, it is the local muslims consumers that force this small company to attain 
not only the state (JAIN) halal certification but also from JAKIM as their products are marketed in the 
Klang Valley. Therefore, it is recommended that JAKIM should extend its support services to alleviate 
the high costs incurred for food sampling and laboratory tests as it is costly for a small food enterprise and 
to ease the procedure for halal certification for local market. As mentioned by Hanzaee and Ramezani 
(2011) and  Jumaaton Azmi (2005), halal is no longer a religious issue; it is in the realm of business and 
trade; and that is  becoming a global symbol for quality assurance. 
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